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Abstract 
The potential uses of flash deals or daily deals have caught the attention of many restaurant and hotel 
firms, as well as third-party distributors, such as Expedia. A survey of nearly 200 international hospitality 
practitioners found that a remarkable 42 percent had tested a flash deal promotion, and some of those 
firms had offered numerous flash deals. At the same time, 46 percent of the responding hospitality firms 
had no intention of offering a flash deal, with some citing concerns about the potential damage of group 
discounts to brand integrity. Individual hotels that had offered flash deals tended to be on the large side, 
averaging more than 150 rooms. Discounts offered in the deals ranged widely, from 15 to over 75 percent 
off rack rates. Likewise, commissions paid to deal vendors saw a wide range, as the most typical 
commission was 15 to 20 percent, but some hotels paid as much as a 40-percent commission. Most of 
the deals reported in this survey had been offered through Groupon or LivingSocial, but Jetsetter 
unexpectedly appeared as the number-three flash-deal channel for these respondents. Deal structures 
also varied widely, although many deals were offered for mid-week. Although most offers involve a non-
refundable purchase, deal vendors are increasingly offering their customers opportunities to obtain 
refunds in certain circumstances. Respondents’ general assessment of the deals’ success was moderate. 
They agreed that their deals brought in new customers, but repeat business was more tenuous. One 
favorable outcome was that the respondents saw little evidence of cannibalization of existing business, 
particularly when they packaged their deal carefully. On balance, hoteliers who were most pleased with 
the outcome of their deals were also the ones who managed the cost of the deal most assertively. 
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A Global Study of Internet-Enabled Flash Sales 
and Private Sales
Gabriele Piccoli, Ph.D., is an associate professor of information systems at the University of Sassari (Italy) and is 
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application of information technology, electronic commerce, and IT-enabled customer service.
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their	 customers	 opportunities	 to	 obtain	 refunds	 in	 certain	 circumstances.	 Respondents’	 general	
assessment	of	the	deals’	success	was	moderate.	They	agreed	that	their	deals	brought	in	new	customers,	






The	hotel	industry	was	initially	slow	to	adopt	the	internet	for	marketing	purposes.	When	the	worldwide	web	first	opened	to	commercial	traffic	in	1993,	few	people	in	the	hospitality	industry	 (or	other	businesses)	 foresaw	 its	 full	commercial	possibilities.	However,	even	when	it	became	clear	that	the	internet	offered	great	potential	for	both	disintermediation—
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Daily deal industry category frequency by deals and revenue
 














The Daily Deal Industry, Deals and Revenue per category
(August 2011)
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Groupon Getaways vs. livingsocial escapes (August 2011)
 Source: Yipit data in “Daily Deal Trends in North America,” TheYipit Data Report, August 12, 2011. www.digitaltrends.com/web/despite-downward-trend-
groupon-revenue-grew-13-percent-in-august/, viewed on 09/26/2011.
Total revenue number of Deals
number of 
vouchers perDeal




GrouponGetAways $9.6 million 110 476 $182.66 51%
livingsocial escapes $6.7 million 138 234 $208.83 49.4%
Exhibit 2
leading travel private-sale sites
year 
Founded
Affiliate Membership Discounts sales 
Window
referral Credits unique Features
Jetsetter 2009 Gilt Groupe Yes 30-50% 5-7 days $25, purchase 
required
Wide variety, wait list
sniqueAway 2010 Smarter Travel 
Media/
TripAdvisor
Yes Up to 
50%






Minimum 4-star, high 
ratings
Tablet hotels 2010 Independent Yes Up to 
50%
3 days $25, purchase 
required
Boutique hotel list based 
on anonymous reviews; 
$10 credit per booking
Trip Alertz 2009 Conscious 
Living 
Ventures
Yes 30-75% NA 25% discount for 1 
referral, 50% for 2, 
free trip for 3
Viral discounts: Prices go 
down as more customers 
book a given destination
vacationist 2010 Luxury Link/
Travel + 
Leisure
Yes Up to 
60%
3-7 days No Travel + Leisure hotel 
reports
voyage Privé 2006, 
2010 in 
US




5-7 days €10 in Europe French company 
specializing in European 
properties





































































































































































































































































Most commonly used flash- and private-sale sites
  
Exhibit 6

































































reasons given for offering flash and private deals
 
Exhibit 10













































































































































































































































































To summarize the accompanying article, we developed the two-by-two framework shown here 
for companies relative to flash sales sites. The matrix has two dimensions: repeat-purchase 
potential and margin potential. Evaluating your property on these two dimensions allows you 
to better frame the value proposition offered by flash deals. If you don’t expect to be able to 
convert customers from flash sales deals into returning guests, you must carefully manage the 
margins of any deal you develop and creatively identify opportunities for cross-selling and 
upselling once guests are on property. When you expect high conversions from flash sales 
customers to returning guests, you could justify the deal as a marketing expense. You should 
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